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ABSTRACT 
Islamic banking system as a new banking structure has drastically increased its 
operations in order to expand its usage in different part of the world. The main objective 
of the study is to identify the factors that influencing the usage of Islamic banking 
products. A structural questionnaire is constructed to collect data to answer the 
research questions as being framed on related affective factors that influence 
consumers’ preference towards Islamic banking services in Malaysia. In this study, we 
have frequency testing, descriptive analysis, correlation and regression analysis. The 
results show that all the independent variabes which are social influences, high profit 
rates, good quality of services and strict compliant to shariah principle show the 
significant and positive relationship with the usage of Islamic banking products. One 
potential limitation of this study is less cooperation from respondent to answer the 
questionnaires appropriately. Therefore, a generalization about the entire population of 
Malaysian banking customers of banking sector is inappropriate. The findings of the 
study can facilitate the Islamic banking service providers to introduce innovative service 
offering in according to Islamic shariah principle. It can be concluded all the 
independent variables can be accepted.  
 
VI 
 
TABLE OF CONTENT 
                 Page 
TITLE PAGE          I 
DECLARATION OF ORIGINAL WORK      III 
LETTER OF TRANSMITTAL        IV 
ACKNOWLEDGEMENT        V 
TABLE OF CONTENTS        VI 
LIST OF FIGURES         IX 
LIST OF TABLES         X 
ABSTRACT          XI 
 
CHAPTER 1  Introduction 
   1.1 Overview of study     2-4 
   1.2 Problem statement     5-6 
   1.3 Research objective     6 
   1.4 Research question     6 
   1.5 Theoritical framework     7 
   1.6 Significant of study     8-9 
    1.6.1 To workers     8 
    1.6.2 To researchers     8 
    1.6.3 To industry     8-9 
   1.7 Scope of research     9 
   1.8 Limitation of study     10-11 
    1.8.1 Limited acess towards information  10 
    1.8.2 Lack of cooperation from respondents 10 
    1.8.3 Lack of experiences in research  10 
    1.8.4 Financial constraint    10 
    1.8.5 Time constraint     11 
    1.8.6 Insufficient sample size   11 
   1.9 Definition of term      11-13 
    1.9.1 The usage of Islamic Banking products 11 
